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Currently, traditional channel sales are still the mainstream for the electronic 
components market in China. With the transition from global manufacture center to 
design center, the frequently update of new technology and the fierce competition 
between electronic organizations, clients required more efficient and convenient 
service and related products. At the same time, the intense development of 
information technology and E-commerce pave the way for the online sales of 
electronic component. In recent years, Mouser, Digi-Key,Element14 (the predecessor 
of e-element) and other electronic components online sale giant are all getting into 
China market, providing online sales and service. Relied on their full range stocking, 
attractive price and fast delivery, they exploited a new territory of this industry. Some 
domestic companies also made a great success due to taking advantage of this trend 
and developed their own online sales business. 
Combined with the status of H Company and the situation of domestic electronic 
components marketing, the paper analyses the industry profile, marketing condition 
and mutual competition. After taking questionnaire from clients and data analysis, the 
paper also provides a suitable online marketing strategy for H company mainly based 
on the marketing theory of 4Cs (Consumer, Cost, Convenience and Communication). 
The paper comes to a conclusion that the crucial factors which effect clients’ 
behavior of buying are the certified product, limitless volume, good reputation, 
reliable & convenient payment and user-friendly product support. So how to meet 
clients’ requirement and appeal on above aspects are the keys for electronic 
components online customer relation. 
 

















第一章 绪 论 ........................................................................................... 1 
第一节 研究背景与研究意义 ............................................................................. 1 
第二节 选题动机与研究方法 ............................................................................. 1 
第三节 论文框架 ................................................................................................. 2 
第二章 H 公司介绍 ................................................................................. 4 
第一节 国内电子元器件行业现状 ..................................................................... 4 
第二节 H 公司的现状 ......................................................................................... 7 
第三节 H 公司传统营销模式面临的挑战 ......................................................... 8 
第四节 H 公司在线交易开展的必要性 ............................................................. 9 
第三章 在线营销和组织购买行为相关理论 ....................................... 11 
第一节 目录营销和在线营销 ........................................................................... 11 
第二节 消费行为理论回顾 ............................................................................... 14 
第三节 组织购买行为 ....................................................................................... 15 
第四节 4Cs 营销 ................................................................................................ 17 
第四章 调研问卷的设计及数据分析 ................................................... 19 
第一节 影响组织购买的因素分析 ................................................................... 19 
第二节 问卷设计及发放 ................................................................................... 19 
第三节 描述性统计 ........................................................................................... 22 
第四节 交叉分析 ............................................................................................... 28 
第五节 相关性分析 ........................................................................................... 32 
第五章 H 公司在线交易营销策略制定 ............................................... 34 
第一节 客户需求 ............................................................................................... 34 
第二节 客户沟通 ............................................................................................... 36 
第三节 客户便利 ............................................................................................... 37 












结 论 ........................................................................................................ 41 
参 考 文 献 ........................................................................................... 42 
附 件 ........................................................................................................ 43 
















Chapter1 Preface ·········································· 1 
1.1 Background and Purpose ········································ 1 
1.2 Research Content and Methods ··································· 1 
1.3 Structure ······················································ 2 
Chapter2 H Company Introduction ··························· 4 
2.1 Profile of Domestic Electronic Components Industry ················ 4 
2.2 Profile of H Company··········································· 7 
2.3 Challenges for H Company Traditional Sales ······················· 8 
2.4 Necessity for H Company Developing Online Business ··············· 9 
Chapter3 Theories of Online Marketing and Organizational Buying 
Behavior ················································· 11 
3.1 Catalogue Marketing and Online Marketing ······················· 11 
3.2 Consumer Behavior ············································ 14 
3.3 Organizational Buying Behavior ································· 15 
3.4 4Cs Marketing ················································ 18 
Chapter4 Investigation and Data Analysis ····················· 19 
4.1 Analysis of Factors Affecting Organizational Buying ··············· 19 
4.2 Design and Distribution of Questionnaire ························· 19 
4.3 Descriptive Statistical Analysis ·································· 22 
4.4 Cross Analysis ················································· 28 
4.5 Correlation Analysis ··········································· 32 
Chapter5 Strategy for H Company Online Business Marketing ··· 34 
5.1 Customer Need ················································ 34 













5.3 Convenience ·················································· 37 
5.4 Cost ·························································· 39 
Conclusion ··············································· 41 
References ··············································· 42 
Attachment ·············································· 43 














第一章 绪 论 
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达 63,645 亿元人民币(约 9,790 亿美元)。专业机构“国际电子商情”的调查结






                                                        















年中国电子商务交易总额接近 6 万亿元人民币，相当于国内生产总值的 12.5%。
中国网络购物用户达到 1.94 亿人，网络应用使用率达到 37.8%。目前中国的大
型企业已经普遍应用了电子商务，我国中小企业开展电子商务的比例已经超过
40%，实现原材料网上招标采购和网上营销等，大规模节约了企业成本。电子商
务服务业收入达到 1200 亿元，去年中国第三方支付交易规模达到 21610 亿元，
其增长速度远超社会商品零售额增速。2 
随着中国成为全球电子制造和设计中心，以及电子商务的快速发展，国外电
子元器件分销巨头 RS Components、Mouser、Digi-Key、e 络盟等公司近年来纷
纷进入中国市场，开展在线分销业务。多年来，由于电子元件的专业属性，使得
客户对其前期选型、技术支持以及品质等方面存在较高要求，导致现在的在线模
















部分电子元器件厂家采用的是 case by case，即一个客户对应一个价格的策略，
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